Most of what consumers do involves the pursuit of goals, and consumer goals affect consumer behavior [1] . Many studies show that stress always exists in the process of goal pursuit [2] . When coping with stress, consumers change their spending habits [3] . Although the existing research has explained to some extent consumer new product choice behavior, they have neglected the impact of stress on new product choice in the process of chasing goals in everyday life. Based on the research of goal orientation, stress, this study mainly explores the influence of the stress level and on the choice of new products and the moderating effect of regulatory focus, and uses two experiments for empirical research. The first experiment tested the selection of new products by manipulating the stress level. The second experiment can influence the attention point of people by manipulating the stress level, thus verifying the mediating effect of the focus. The results show that consumers are more likely to choose a new product when they are experiencing high levels of stress during the goal pursuit process than when they feel low stress. The reason is that the consumer's focus on the product shifts to the benefits of the product's ability to help achieve the goal in the high levels of stress. The new products are better than the old ones, so people are more willing to choose new products.
probability of new product failure is very high, and 70% of new products have been declared unsuccessful in 18 months to two years after release [4] . One of the main reasons is consumer acceptance of new products [5] . Many scholars have tried to attribute new products to the characteristics of consumers themselves, and some scholars have shown that consumer characteristics (such as age, income, lifestyle, etc.) are related to new product adoption behaviors [6] . Although these consumer characteristics explain to some extent the behavior of consumer new product selection, they ignore the influence of people's goal-oriented consumption behavior on the choice of new products in daily life.
People in daily life will set a lot of goals, such as: lose 10 pounds, admit to a prestigious university, cure a disease. All of these goals affect consumer behavior, leading to changes in consumer behaviour. Most of what consumers do involves goal pursuit, while consumer researchers rarely focus on targeted consumer behavior [1] . The research shows that the stress always exists in the process of goal pursuit. When coping with stress, consumers change their spending habits [3] .
When consumers are unsure to accomplish the goal, they look for information to make sure they can achieve their goals. They will also take steps to help them achieve their goals [7] . Compared with the old product, the new one with improved performance is easier to help achieve the goal.
Based on the above, this paper will focus on the goal pursuit, and explore the impact of stress levels on new product adoption and its intermediary mechanism.
Theoretical Basis and Research Hypothesis

Goal Pursuit, Stress and New Products
Once the decision to pursue a goal is made, people will consider how to achieve the goal, i.e. the course of action to achieve the goal [1] . When deciding to fight for goals, people are more concerned not with results, but by the means (tools/methods) to achieve them [8] . Baumgartner (2008) also believes that people pay more attention to how to achieve the goal and the choice of target tools.
There are usually two kinds of new products and old ones in the tools to help achieve goals. Compared with the old products, the new product has improved technical improvement, but at the same time accompanied by risk [9] . Consumers choose new products with two main perceptions: perceptions of product strengths and perceptions of risk to the product [10] . When consumers try new products, they face the dilemma of the benefits that new products bring to them and the risks they face after adopting new products [11] .
In the goal struggle phase, when the individual perceives that their own abilities and resources do not meet the requirements of achieving the goal, it will create stress [12] . This kind of stress is caused by a huge gap between the individual's perception of their abilities, their resources and their goals. In the pur- [1] . When the choice of a target tool is made under stress, the performance of the products that are well known to the market has not been improved, and the likelihood of helping people achieve the goal is relatively low. Consumers will be less willing to choose traditional products when they perceive a lower likelihood of reaching a goal.
When consumers are unsure to accomplish the goal, they look for information to make sure they can achieve their goals. They will also take steps to help them achieve their goals [7] . When goals are less likely to be reached, a more diverse range of alternative approaches to achieving goals increases the motivation associated with the goal [13] . The greater the stress, the greater the perceived gap between the target and the lower the likelihood of achieving the goal. The more people tend to find ways to help themselves achieve their goals. And if there are many ways to achieve goals, people will think more about which approach will be better and easier to achieve [1] .
Compared with the old products, new products have improved technology, improved technology can better achieve a certain aspect of the function, achieve better performance [9] . Therefore, new products are more conducive to help achieve the goal. Optimism about the outcome of the goal is expected to increase the willingness of people to implement the goal [14] . The results of an optimistic goal will also encourage people to continue to achieve their goals [1] . Some scholars have pointed out that the choice of tools for achieving goals depends on the expected results [15] . According to the theory of planned behavior, when consumers take into account the greater likelihood that a new product will reach their goal, the perceived control of the consumer is stronger and the new product is chosen as a tool to help the target. The willingness of consumers to choose old products as a tool to help them achieve their goals will also decline as their performance does not give consumers more perceived control over their goals.
To sum up, put forward H 1 : in the process of goal pursuit, compared to the lower stress level, higher stress level will make consumers more willing to choose new methods (products).
Focus
Studies have shown that the perceived time stress of promotions make consumers exaggerate perceived gains and reduce perceived risk [16] . This paper points out that the level of stress in the goal pursuit process affects the consumer's focus on the product. That is, as stress levels change, people's focus on the benefits or risks of the product changes.
When considering which product to help achieve goals, people will be influenced by the level of stress that consumers are in. Specifically, people are in a state of high stress when they perceive a wide gap in the resources and capabilities and goals they possess [17] . At this point people need to seek greater support from outside to help them achieve their goals. This makes it more demanding to and the target's needs, so as to achieve the goal. So when choose tools to help people achieve goals, people will pay more attention to how well the methods (tools/products) bring to their goals. Compared to existing products, improved technology can better achieve a certain aspect of the function, achieve better performance [9] , that is, new products can better help consumers achieve goals.
People tend to pursue goals in a consistent fashion [18] . In combination with the goal-oriented and planning behavior theory, the more the product is expected to help achieve the goal, the higher the willingness of people to adopt the product.
Inference that: the goal of the pursuit process, the greater the stress on people, the more willing to adopt new products.
When consumers perceive that their own resources, capabilities and goals are not very much in demand, people will be in a low stress state [17] . So, at this point, people don't need to seek greater support from outside to help them achieve their goals. This is not a high performance requirement for achieving the target tool. So when choosing tools to help achieve goals, people will not be more concerned with the benefits that methods (tools/products) bring to their goals.
In addition to improved technical improvements, new products accompanied by risk [9] will make consumers perceive many uncertainties and risks [19] . It also allows consumers to ignore the effect of new products on their goals, thereby reducing the willingness to adopt new products.
Therefore, put forward H 2 : when in a high stress level state, people pay more attention to products (methods) for the purpose of the pursuit of the beneficial results, improve the adoption of the intention of the new product, when at low stress level, people will not pay more attention to the product (method) for the pursuit of the beneficial results, but will consider the new product to bring their own losses, thus reducing the willingness to adopt new products.
Research Design and Data Analysis
The purpose of this chapter is to form the research hypothesis of this paper, which is based on the main research contents of the paper, namely the influence of pressure level on the choice of new products and the mechanism of action, and the relationship between the variables proposed by the theoretical framework. The research model of this study is shown in Chart 1.
Research Design
Chart 1. Research model.
Experiment One: The Relation of Stress and New Product Selection
The purpose of the experiment is to examine how the level of stress affects the years old. The subjects were asked to try to imagine themselves as the protagonist in the reading story.
When individuals perceive that their own abilities and resources do not meet the requirements of achieving the goal, stress is created [20] . Therefore, the experiment chooses to manipulate the objective of the test to achieve the difficulty of the independent variable stress.
Then, the subjects were asked to fill in the stress control inspection scale.
Next, the participants read the product information of the two commodities that helped achieve the target. A product is already available and widely accepted in the market. The other one is the new product that has just been introduced in the market. The advantages and disadvantages of the two products are listed.
After reading the new and old product materials, the participants are required to make a choice between the two product options.
Operation Inspection
The mean value of eight questions in the test of stress level is the value of the perceived stress level in the test (α = 0.91). Use single factor variance analysis.
The stress levels (m = 5.5) in the group with high stress levels were significantly higher than those in the lower stress group (m = 3.85 F (1,51) = 24.77, p < 0.01).
Therefore, it can be shown that the stress manipulation in this experiment is successful.
New Product Selection
In the selection of new products, the selected product will be labeled as 1, and the selection of old products will be marked as 0. With the stress level as the independent variable, the selection of new products is the logistic regression analysis of the dependent variable. The results show that the main effect of stress level on new product selection is significant (support H 1 ).
The subjects were more likely to choose a new product (80.0% vs. 42.9%) when they felt high stress (80%) than when the subjects felt low stress (42.9%).
Wald χ 2 = 7.08, p = 0.008 < 0.05, as shown in Chart 2.
Equations Experiment Two: The Relationship between Stress, Focus and Adoption Intention
The purpose of this experiment is to explore the intermediary mechanism of consumers choosing new products under stress level. A total of 106 participants in the formal experiment were students from Jinan University. In the course of The experimental design of single factor (stress level: High VS Low) was used in this experiment. The dependent variable is the choice of new products and old products. All subjects were randomly assigned to 2 different experimental groups. The experiment is to collect the data by the way of the questionnaire, and the college students fill it out by recess time.
Manipulation of Stress Levels
This experiment is conducted in class. The two levels of stress were randomly assigned to class students. The experiment was related to health and subjects needed to try to imagine themselves as the protagonist in the story.
In the target chasing stage, the urgency of accomplishing the target time will trigger the stress perception, so this experiment chooses to manipulate the urgency of accomplishing the target to manipulate the goal of the subjects. Then, the subjects are required to fill in the stress control inspection scale. The participants then read the two product messages that helped cure the disease goal. One is an existing and widely accepted old product in the market. The other is the new product that has just been introduced in the market. The advantages and disadvantages of the two products are listed. After reading the new and old products, the participants are required to make a choice between the two product options.
The measurement of focus is to focus on the gains or losses of new products when testing the product selection. The participants read: "In making these product choices, I am concerned about the gains of new products or losses" (1 = fully concerned about the losses, 9 = full focus on gains) the higher the score, the more the participants are concerned about the gains to the new product when 
Operation Inspection
The mean value of eight questions in the test of stress level is the value of the perceived stress level in the test (α = 0.95). With the stress level as the independent variable, the stress average perceived by the subjects as the dependent variable of univariate variance analysis, the results show that the stress level of manipulation is significant. The stress levels (m = 7.21) in the group with high stress levels were significantly higher than those in the lower stress group (m = 5.39; f (1,97) = 71.71, p < 0.001). Therefore, it can be shown that the stress manipulation in this experiment is successful.
New Products Selection
In the selection of new products, the selected new product will be labeled as 1, and the selection of old products will be marked as 0. The high stress control group was labeled 1 and the low stress group was labeled 0. With the stress level as the independent variable, the selection of new products is the logistic regression analysis of the dependent variable. The results show that the main effect of stress level on new product selection is significant (support H 1 ). Compared to the perceived low stress (46%), the subjects were more likely to choose a new product (67.3%) when they felt high stress (67.3% vs 46%; Wald χ 2 = 4.51, p = 0.03 < 0.05; as shown in Chart 3).
The Intermediary Role of the Focus
With the stress level as the independent variable, the selection of new products is the logical regression analysis of the dependent variables, the results show that the main effect is significant (β = 0.88, Wald χ 2 = 4.51, p < 0.05). With the stress level as the independent variable, the focus as the dependent variable for simple Secondly, the use of bootstrap analysis [21] was tested for mediating effects.
The results show that in the 95% confidence interval, the results of the standar- Based on the results of the above two mediating effects, the mediating effect of the focus point is significant (support H 2 ).
Conclusion and Innovation of Thesis
Conclusion
The empirical research of this paper has carried on the research to the consumer new product choice behavior, mainly discussed the influence factors of stress perception on consumers' new product selection. The main conclusions of this study include the following:
The results of experiment one and experiment two show that the consumers' perception of the stress in the target chasing process will affect the consumers' choice of new products. In the experiment, consumers are more likely to choose a new product when the perceived stress of the consumer is at a high level.
While manipulating consumers at low stress levels, consumers are more concerned about the losses from products and more reluctant to choose new products.
Innovation of Thesis
1)
In previous studies, the gap between narrowing and goal is mainly three ways, one is to manage the target [22] ; the second is to improve their own factors (capacity); Three is to find more effective methods/tools to accomplish the goal [23] . Compared to the first two ways to narrow the gap with the goal, finding more effective methods/tools to collaborate on goals is a more effective and direct way. However, the existing research is limited to the choice of the approach to the target time [22] . The research on method selection and replacement is scarce. This study discussed the change of the stress state level to the choice of auxiliary target realization method in the target chasing process, perfected the research of the goal realization way. [3] . But in the existing stress literature, the scholar mainly discusses the individual in the life situation coping with all kinds of stress strategy [24] . The study of stress is mainly focused on behavioral and social sciences, in the field of marketing, the study of stress status has been neglected [2] . The research on the influence of the stress state on the consumers' decision in the process of the goal chasing is perfect.
3) Many of the things that consumers do in the pursuit of a goal are influenced by goals, while consumer researchers rarely pay attention to goal-oriented consumer behavior [1] . This study improved the research of target-oriented consumer behavior.
Limitations
1) Limitations of experimental samples
The participants in this study only involved in the university students, only part of the consumer marketing environment in the consumer range more extensive. Therefore, in the future study, we should enlarge the group species of the subjects as far as possible, and discuss whether there are differences in the choice of new products among the consumers of many groups.
2) Limitations of the experimental environment This research uses the questionnaire survey method, and the real shopping environment and the shopping scene has the certain difference, causes the research method which this research uses has the limitation. For the subjects, there is a certain distance between the shopping scene and the real shopping scene in reality, which will be different from the actual consumer decision scene. In addition, a certain distance from the real shopping scene will make the participants in the questionnaire fill a low involvement degree, the participants in the low level of choice and decision-making will be less serious and input. Therefore, in the future study should try to choose a high degree of authenticity of the experimental environment.
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